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NEWSPAPER EFFICIENCY IN THE 
SMALL TOWN 
A great deal has been written and much oratory has been 
delivered on the subject of a "controlled press." Just what is 
meant by a "controlled press" has never been definitely explained. 
In many cases the term is applied to newspapers that do not 
happen to coincide \vith the speaker's or writer's views. How-
ever, the term "controlled press" is generally applied to a publica-
tion that is influenced by some interest that desires to use this 
method of publicity in furthering its private designs. 
Few puhlications of this kind arc successful publishing ve11-
tmes. althol1gh they may be more or less sl1ccessful from the 
standpoint of the interest ill cont.rol. The history of this sort of 
juurnalism, however, has showll that it usually defeats itself. 
l'l~Opk are suspicious of a publication that i!' overfriendly to any-
thing other than the welfare of the pllblic. The individual may 
be wayward himself, but llC is apt to have high ideals for the 
public good. anel he likes to fcel that his favorite journal embodies 
those high ideals ane! purposes. 
In nine cases ont of ten the paper that deserves to be dasse(l 
as "controlled" is a weak paper financially. The paper that is 
strong and inciepenclentfinancially is likely to be independent 
in thought. The corporation that seeks an 1111.inst franchise \"ill 
always have better Sllccess in obtaining the sl1pport of a paper 
that is "hard up" than a paper that is independent financially 
and has the best interests of its community at heart. 
If a new~paper publisher woul-d wield the greatest possible 
influence for good, his paper must he a successful business enter-
prise. It is the purpose of this hulletin to help publishers to make 
tbeir newspapers better business enterprises. 
The publishing business with its allied enterprises ranks near 
the top of American industries, but from the standpoint of credit 
the commerical rating agencies place it very low in the scale. 
(3) 
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It is said that the entire personnel of the retail grocery business 
changes every ten years. It is a question whether the newspaper 
and printing business does not run the grocery business a close 
race in this regard. 
The reason for this is a general lack of good business 
methods. due largely to the fact that country publishers as a 
class have always had a comparatively easy way of making a 
living. There is no reason in the world. however, why the small-
town banker should be a better business man than the publisher 
of the small-town newspaper. 
'.Vhenever one of the large chain-store corporations invades 
a city, certain retailers of poor business methods whose stores 
are affected by the competition promptly go out of business. Other 
retailers wake up, fight the new store with its own methods and 
are not only able to live but thrive on the competition. 
That country newspapers and printing offices have been able 
to live with poor business methods is due to the lack of competi-
tion with better business methods. However, concentration in 
the printing business and the growth of the metropolitan press 
are gradually cutting in on the business of the small-town pub-
lisher. The time for better business methods has arrived. 
In N ew York state the farmers of one county who were dis-
satisfied with the type of country newspaper that served them, 
organized a new newspaper through their county farm bureau. 
The paper has been in operation for about a year and appears 
to be an entirely successful venture. 
As the metropolitan 'newspaper graduaIly extends its circula-
tion into country communities, it makes the country newspaper 
less and less necessary to the national advertiser. This metro-
politan newspaper circulation also carries advertising that com-
petes with country stores. As country stores go down, their 
ability to advertise and compete with interests that are after 
their business becomes less. The loss of this important revenue 
is first felt by the o\vner of the small-town newspaper or job-
printing office. 
In many lines of printing this influence can be seen. Prac-
tically all bank printing has been centralized in the hands of a 
few companies. The printing of laundry lists, theater tickets and, 
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in many cases, letter heads, bill heads and so on, is rapidly being 
taken over by large companies that have specialized in this work. 
Formerly this was all done in the local' shops. 
Certainly, for reasons of self-preservation and, in a larger 
sense, of civic community preservation, it behooves the country 
editor and the country printer to become better bllsiness men or 
go into some other line of endeavor. 
EFFICIENCY AND SYSTEM 
Efficiency has been defined as the ratio of energy or work 
that is got out of a machine or business, to the energy put into it. 
A newspaper or printing office may have a cost system and still 
not be an efficiently conducted office. 
The efficient office is so arranged that all waste motion is 
eliminated. Too many printing offices make failures of cost sys-
tems through trying to make the system cover an inefficient plant. 
Printing offices that store their stock in various odd corners, 
with the result that valuable time is lost in searching for samples 
to show customers, are not efficiently eonducted shops. A large 
printing plant in Missouri fonnd that the girls employed in its 
hindery department spent about a fifth of their time in walking 
around a long table. The efficiency of this department was in-
creased 20 per cent by sawing an aisle through the center of 
the table. 
Every press, type case, type-setting machine, imposing table, 
proof press-every thing-should be in exactly the right place. 
In one of the large automobile factories in Detroit a car can be 
assembled in fifteen minutes. This would not be possible if the 
wheels were kept at one end of the shop, the tires at another, 
the top on the second floor, the engine in the basement and the 
lights in the attic. A printing office is a factory. Copy is the 
raw material. The printed and bound catalog, sale bill, letter 
head or newspaper is the finished product. The plant should be 
so organized that when the composition has been completed and 
the forms made ready for the press, it will not be necessary to 
wait for stock. 
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Many printing offices appear to have "just growed." This is 
especially true of hig plants that started small. When a new 
machine was purchased it ,vas installed in the most accessihle 
vacant spot rather than in the most efficient place. J f a joh 
press is placed in a dark corner where artificial light is necessary 
for the pressman, evidently the cost of operating that machine is 
higher than 1£ it had been placed near a window or skylight. 
Every piece of equipment in a printing office should he so located 
that the product of the plant will progress by natural stages to 
completion. 
These are the things that spell profit or loss in the printing 
business as well as in any other business. Many persons think 
that when a printing plant has a cost system and is efficiently 
conducted, it is likely to he a "high" plant. The reverse is just 
as likely to he tnle. The efficiently conducted plant in most 
cases can produce 'Nork at a lower cost than the mismanaged 
office and stilI make more money. This explains why it is 
possible for specialized printing plants to produce stlch work as 
laundry lists, theater tickets, bank printing, etc., at a mnch lower 
price than the average office in a small town. These plants are 
efficiently arranged and efficiently managed. Their machinery 
has been purchased for a special purpose. Their printers have 
been trained in special lines. Their stock is purchased in larg'e 
quantities for a special purpose. Their selling and advertising 
departments are just as efficiently manageil as their manufactnring 
side. They have eliminated waste motion and tneir customers 
get the benefit. The only way in which the small-shop proprietor 
can compete with these companies is by first putting his house 
in order, then improving his salesmanship and bringing his 
advantage of service and location to hear on the customer. 
The publisher of a growing daily newspaper in Missouri 
purchased a new cylinder press. After it had been in operation 
for some time he noticed an unusually large amount of waste 
paper about the press each evening after the edition had been 
run off. He instnlcted the janitor to save the waste pape!" 
for a month and weigh it. He found that his pressman was 
wasting 10 per cent of the white stock. The pressman blamed 
the transfer man who hauled the large rolls from the freight 
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office and dumped them from his wagon on the granitoid pave-
ment at the rear of the office. Each roll was so bruised in the 
handling that about an inch of stock had to be torn off before 
the paper would go through the press. This condition was 
remedied and immediately the loss on stock dropped to less than 
2 per cent. Then the publisher bought a waste-paper baler and 
realized something from the waste that formerly went into the 
furnace. 
It has often been said that if two men opened printing shops, 
one a practical printer and the other a business man without 
knowledge of printing, the business man would make his shop 
pay, and it would not be long before the practical printer closed 
out and sought employment under the business man. The man-
ager of a printing plant must develop an efficient mind. He can-
not do this if he spends all of his time in doing things that could 
be delegated to others. He is the proprietor of a factory. The 
cashier of a bank does not spend all his time adding columns of 
figures. He employs a bookkeeper to do that and then purchases 
an adding machine to make the bookkeeper more efficient. 
If the gospel of efficiency has taught the brick mason to lay 
twice as many bricks with fewer motions of his hands; if it 
has taught the fruit packer of California to triple his output in 
a short season; if it has taught the cigar store proprietor how 
to sell ten times the stock with one-tenth the previous number 
of clerks, certainly it has a message for the newspaper and 
printing office proprietor. 
In these times of rising costs for stock, insurance, equip-
ment and labor on one hand, and increased competition on the 
other, certainly the printer can learn something from efficiency 
methods. It may cost a good deal of money and time to re-
organize a business, but it is much cheaper and more satisfactory 
. for the proprietor to do it himself than for the receivers to per-
form the service. 
2 
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COSTS 
Many pnntmg office proprietors think that the purpose of 
a cost system is to enable the printer to get a higher price for 
his product. The r,eal purpose of a cost system is to enable the 
printer to get the right price for his product. 
A successful shoe dealer who owns a chain of shoe stores in 
Missouri keeps a weekly record of the sales made by each of his 
clerks. On Saturdays when he hands his employes their checks, 
they find attached an exact record of their sales for that week. 
This shoe dealer knows just how much it costs him to sell shoes. 
He knows which clerks are worth their salaries, and which are 
not. This system enables the inefficient clerk to fire himself. 
All the proprietor need do is point to the record. It makes the 
good salesman a still better salesman because he knows he is 
getting proper credit for his ability. 
Not a small part of the benefits of a cost system is this 
effect upon the spirit of employes. No printing office cost system 
can be successful without the full cooperation of employes, and 
no right-minded employe can object to a system that insures him 
the fullest benefits of his labor. Henry Ford says: 
"These men have helped make me successful. I will take 
them into partnership and give them part of the earnings. But 
I must insist that they give my business every ounce of ability 
they possess." 
The result of his idea was a doubled output the first year 
after the new plan was put into operation. 
\\Then a cost-finding system is installed every employe must 
be made to feel that the new success that is to come from scientific 
management will be due to his cooperation as much as to the 
efforts of the proprietor. 
A cost system is a simple thing. An employe receives a 
certain salary. He works so many hours a week. Little mathe-
matics is necessary to tell how much he costs an hour. It takes 
this employe, say, two hours to complete a certain job. 1£ his 
hour scale is 40 cents, his work on the job cost 80 cents. But 
there are other costs. The stock may have cost 75 cents, with 
an additional percentage for handling, so this must be added. 
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Then there is a certain depreciation of the material, type, etc., 
that he used in performing the work. This must be added. Then 
there are other expenses, such as rent, light, heat, power, in-
surance, the proprietor's salary, and so on. These things should 
be figured down to hour cost, and added to the cost of the job. 
Then comes the proprietor's legitimate profit, and he has the 
correct sdling price for his product. 
A competitor may force a shaving of the profit, but it is better 
to let him have the job than to cut into the cost. Better do 
$5,000 worth of business a year at 6 per cent net profit than 
$10,000 worth of business a year at cost, or less than cost. It 
is a common fault of American business men that they look 
more to the gross business than to the net yearly profit. The 
push-cart man on the corner does more business on less capital 
and nets more money for his efforts than many proprietors of 
large stores. 
Several of America's most remarkable business successes 
have come from small beginnings where every step was studied 
and every new move carefully canvassed before it was put in 
operation. Francis Cooper in his book on "Financing an Enter-
prise" explains this method of slow but certain development as 
follows: 
Where this development plan is applicable and advisable, it is 
ideal. It avoids the risks, the mistakes, the expensive experiments, 
and the premature developments more or less characteristic of all 
"financed" enterprises in which the managers are inexperienced or 
the lines of business new. 
It is the step·by-step method. A man developing an enterprise in 
this way is, at the start, working on a small scale, his expenditures 
are necessarily limited and his progress is unavoidably slow. His 
experiments are, as a matter of necessity, cautious, carefully watched, 
small in cost and quick in results, be they good or bad. If good, 
the particular line is pushed; if bad, abandoned without serious loss 
of either time or money. 
,During this period the proprietor is going through a course of 
business training, from which he secures a grasp of the business, and 
an understanding and control of its every feature that nothing else 
could give so thoroughly and satisfactorily_ As a result of this he 
frequently attains a degree of success which would hardly be possible 
under any other system of development. He grows into prosperity and 
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when he reaches it he is so firmly rooted and grounded at every point 
that he fears neither competitors nor the severest industrial storms. 
To illustrate the advantages of the method we may instance a 
comparatively recent eXample, known to the writer, but not known 
to fame. The party in mind had, by a series of reverses, been brought 
to the extreme limit of his resources. He had a wife and family to 
support, and it was necessary for him to do something and that quickly. 
He was an expert candy maker, and might have secured a position 
in a candy factory at fair wages. But had he done so the ordinary 
expenses of living in New York would have consumed his earnings 
and the prospects of ever riSing above an ordinary position would 
have been negligible. After consulting with his wife, he determined 
to go into business for himself without delay and practically without 
capital. The few dollars he possessed were expended for sugar and 
other materials necessary for the manufacture of confections; the 
kitchen range and cooking utensils were converted into a manufactur-
ing plant, the family were impressed as a working force, the marble 
mantel was utilized as a slab for the moulding and working of the 
candy, and a few hours after his decision was reached, the candy 
factory was in full operation and its first products ready for sale. 
The proprietor converted himself into a salesman, and with sam-
ples of his wares, in a few hours by dint of energetic drumming, low 
prices and excellent stock, had turned his entire stock into cash, the 
cash system being compulsory, as otherwise the factory would have 
been compelled to suspend operations for lack of funds. These early 
operations were difficult and strenuous, but the whole venture was 
prosperous from the start. Larger quarters were soon found neces-
sary and secured. Later a store was opened for the sale of the product. 
In three years this proprietor sold out for $10,000 cash, and in the 
three years he and his family had lived in comfortable circum-
stances. 
This business was successful in its smaIl way because there 
was no lost motion in this factory. The product was sold at 
a low price, but a price above the cost of production. No new 
machinery or equipment was purchased until its necessity had been 
demonstrated. N ow let us take this same man under other cir-
cumstances. 
With the $10,000 he obtained from his business (Francis Cooper 
continues) he decided to embark in the manufacture of a new prepara-
tion of a widely used food product that he had discovered. Instead 
of governing his action by his previous experience, he decided that the 
new enterprise was too good to require a term of years for its up-
building and that it could and should be financed by some speedier 
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and easier method. He estimated that $100,000 was needed to put the 
preparation on the market and capitalized the enterprise on this 
basis. Then instead of devoting his time, energy and money as before 
to building up the business, he devoted himself to a campaign for 
development money. The result was most unfortunate. Begun ten 
years ago, this campaign has continued to the present and the end is 
not near. His time has been lost and the enterprise and the owner 
are harassed by an ever increasing indebtedness. Competitors have 
appeared in the market. He is no nearer the realizations of his 
hopes than he was at the beginning. Had he started his second enter-
prise and operated it in the same careful manner as the first, he 
probably would now have a monopoly in the new line. 
Whether a newspaper or printing plant counts itself suc-
cessful or not, it is not working on the correct basis unless it 
is operated under a real cost system. A former president of the 
Missouri Press Association once raised a discussion at one of the 
annual meetings by asking the question: 
"What would happen to your newspaper property if you 
should die tonight ? Would your wife or the executor of your 
estate be able to step in tomorrow and continue the business, or 
would it be necessary to close it up or sell it at a sacrifice?" 
An efficient and accurate cost-finding system and a proper 
bookkeeping system are simply insurance on your business. 
Doing without these things is like doing without fire insurance. 
There are a number of cost-finding systems in operation 
in this country. The United Typothetae and the Franklin Clubs 
of America have adopted, among others, the following recom-
mendations for the management of a printing business: 
1. To cover cost of handling stock, a minimum of 10 per cent should be 
added to the delivery price at the plant. Profit should be added to 
this amount. 
2. The standard rate of depreciation on standard machines should 
be charged to the cost of production at the rate of 10 per cent 
annually of the original cost of the machine. 
3. The standard rate of depreciation on type should be charged to the 
cost of production at the rate of 25 per cent annually based on the 
original purchase price. 
4. The standard rate of depreciation on stands, chases, imposing tables, 
etc., should be charged to the cost of production at the rate of 10 
per cent annually based on their original cost. 
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5. The interest on investment (paid-in capital) should be charged at 
the rate of 6 per cent (or current rate) annually to cost of pro· 
duction. 
6. The standard rate to be charged off for bad debts should be 1 per 
cent of the volume of yearly sales. 
7. A minimum profits of 25 per cent should be added to the cost of 
production of the product of a printing plant operated to its average 
capacity. 
8. Every city should have a local Printers' Association Credit and 
Collection Department. This will enable individual plant owners 
to standardize the matter of extending credit for job work and 
advertising. The standard terms should be thirty days net, due 
on the 10th of the month following date of purchase of either adver· 
tising or job work. All accounts over-due should be charged at 
regular interest rates until paid. 
9. Where type and material are kept standing for the convenience of 
customers, a proper charge should be made. 
These suggestions are based upon research work in cost-
finding conducted by the United Typothetae and Franklin Clubs. 
Every condition may not apply in every plant, but they should 
be of assistance to the beginner or the man who has never con-
ducted his business on the cost basis. 
A full set of these suggestions, together with cost sheets and 
data, may be obtained from the United Typothetae, 550 Trans-
portation Building, Chicago. 
It is impossible to devise a cost system that will apply to 
every plant. It is especially difficult to devise a system that will 
apply to the combination newspaper and job-printing plant. Here 
a system is especially necessary, for a majority of country news-
paper offices are of this type. In a plant where a weekly or daily 
newspaper is conducted in connection with a job plant, the news-
paper either should be considered as a printing job or the printing 
plant should be operated as a separate enterprise. In short, it 
should be known whether the printing plant is making money and 
carrying the paper or whether the reverse is true. 
The following system for a printing plant is described in 
Volume 3 of the Business Man's Library published by the A. W. 
Shaw Company. This system is used by one of the largest print-
ing plants in Canada and is recommended for its simplicity. It is 
the natural development of many years of experience with cost 
systems and is a simple, economical and accurate record of all 
work passed through the factory: 
The work docket, giving the general particulars, description of 
work, record of paper to be supplied, time promised and other such 
information, is written in duplicate, the original (Figure 1) going into 
the factory with the work, and the duplicate (Figure 2) remaining on 
a loose-leaf file in the office. (These forms, Figures 1, 2, 3, 4 and 5, 
are shown in a series at end of bulletin.) 
Every producing employe in the factory is required to hand in 
a work ticket (Figures 3, 4 and 5) each evening, showing a record 
of his work during the day, giving the docket numbers of the one 
or more jobs on which he has been engaged, the nature of the work 
and the time actuallY employed on each. The records from these tickets 
are posted in the office each day to the duplicate docket according to 
the several branches of the work, each item being checked off as it is 
entered, the workman's number appearing above the value of the time 
charged below. 
As this file of duplicate dockets contains only those of work 
actually in hand, it may be handily referred to at any time for informa-
tion as to work in progress without the necessity of searching through 
a number of departments. A little familiarity with employes' numbers 
will enable one to know at any time almost the exact condition of 
the work on any particular job. 
When the work on a job is completed in any department, the 
docket is passed on with the work to the next branch, the foreman 
first entering in the proper column the value of the ink or other 
materials that may have been supplied from his stock, and when the 
job has finally been delivered to the shipping room, the docket passes 
into the office, where the amount of labor is made up on the duplicate, 
transferred to the original, and the actual cost of the job ascertained. 
To the prime cost, covering materials and direct labor, must now 
be added the percentage covering management, maintenance and other 
working expenses, in order to find the net cost of the work. The docket 
as now completed is sent to the invoicing clerk, to be marked with 
the date of charge and amount, for purposes of reference, and then 
filed in an alphabetical index. The duplicate is filed in a corresponding 
numerical index, and thus ready reference may be made to any par-
ticular job by name, number or date at any time. 
This docket system is a check on all estimates, as it contains 
the cost of paper, of labor by departments and of materials, the ele-
ments entering into all properly prepared estimates. The docket giv-
ing actual results is always accessible, in cases of request, for new 
estimates or repeat orders. Errors on the part of employes in making 
out their work tickets can easily be traced, and excessive costs of labor 
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in any department can readily be located and accounted for~ 
The file, with its "live" dockets, is a daily record of the work 
in hand and its present condition. It provides an easy means of 
finding jobs that have been unduly delayed and of answering the varied 
inquiries fC'l' work which is in progress. 
This system is inexpensive both in its installment and in its 
operation, aud has proved its effectiveness in actual trial-a trial that 
has been as severe as it has been satisfactory in its results. 
NEWSPAPER SYSTEM 
Where the newspaper is handled separately from the job 
office, as in the writer's opinion it should be, the following systems 
may be employed. 
A card-index system for handling advertising and circu-
lation accounts has been found satisfactory by many newspapers. 
Cards ruled like the example (Figure A) may be obtained In 
I'" 
I I .. I' J' .,.".~n'~'.IJI·" .... ~nilt1lflS"'''''iIIf:t'2II''iN'' 
FIGURE A--G.A.BD-INDEX FORM FOB KEEPING ADVERTISING REOORD 
stock from stationers or they may be printed. Two colors should 
be used, one for local advertising and another for foreign ac-
counts_ The card is ruled for every day of the month and for 
every month of the year. After the paper is off the press the 
bookkeeper can check up each ad from the paper to the proper 
date on the card in a few minutes. 
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Spaces at the top of the card are given to indicate day of 
week the ad is to run; what position it should occupy; the name 
of the agency (if a foreign account); the date of the beginning 
and expiration of the contract; and a space is put at the end of 
each month for totaling the amount of business in inches or lines 
with the amount in money. Space at the bottom of the card shows 
the rate and the page in the record book where contracts are 
filed. For weekly papers a similar card nlled for weeks instead 
of days may be used. 
At the end of the month it is a simple operation for the 
bookkeeper to go over the cards, make out the bills and transfer 
the amounts to the ledger. A sample bill head (Figure B) fol-
lOws out the same idea of the card system. 
Uaaalhal. )10 .. __ ._ .. ____ 1 ..... _ 
M..._. ______ ._ ...... _ .. _ ...... _ ...... _ ....... _._ ..... _ ......... .. 
To Courier-Post Publishing Compauy. Dr. 
To b41, ACC'OIlDt f$'l. 
To 
r. 
laohu di.plII.1. 10 
IiMIIIOc&1.,16 
to 
,. 
EST.AB~I!iIBE~ t1~ YEABB. 
FIGURE B--TRIS BlLL FORM: SROWS AMOUNT OF ADVERTISING BUN ON 
VARIOUS DAYS OF TRE MONTR 
This card system has many advantages, By referring to 
the cards, one can see how much space certain advertisers used 
on any date or during any period. The amounts caB be totaled 
from the various cards to ascertain just how many inches and 
lines were run last year or any month of last year. Whether 
advertising is gaining or falling off in certain lines and in certain 
periods can readily be seen. As the cards are filled out, they 
can be filed away for future reference. In the case of advertising 
accounts with attorneys for legal publications, the preservation 
of these cards in a proper file is highly important, for payment 
in many cases is held up for considerable time and it is important 
S 
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to have a check on the ledger account to catch possible mistakes 
by the bookkeeper. 
In the circulation department a card-index or loose-leaf 
system is also in successful operation in many offices and has 
been found generally superior to the old-fashioned galley system. 
The card shown herewith (Figure C) lends itself to this purpose. 
lUll 
1 1213141 51 61 71 s 191 10 /U/12113114115116\1711SI19120 121 122 128 121, 125126127126\29100 Ill-
NAME FI1.E No. 
EXPIRES 
Street and Number ~~~ '16 '17 '18 
Town Stat. Souroe -----
'19 '20 '21 
SoKins Amount Date Paid Change of Address Date Stopped 
------
---
------
.-
--:----
-----
I-
- --I-
----- -
FIGURE ~AltD FORM FOB WEEKLY PAPER OB MAIL CIRCULATION OF D.Al:LY 
It also may be purchased in stock or made in the office. This 
card is valuable for the mail circulation of the daily or the entire 
circulation of the weekly paper. In the city circulation depart-
ment of the daily where collections are made weekly or monthly 
the loose-leaf system (Figure D) has been found successful. 
Each section represents a receipt for a month or a week as the 
case may be and can be torn off and given to subscribers as pay-
ments are made. 
A clerk can immediately refer to the card index when sub-
scribers come in to pay. The tips showing expirations are sig-
nals for the making out of bills or the sending out of form letters 
soliciting renewals. The card shows changes of address, date 
and amount of last payment, in fact everything one may desire 
to know about his circulation. 
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FIGURE D--LOOSE'LEAF SYSTEM FOB CITY CIBCULATION OF DAILY 
Card index systems (Figure E) are also valuable in keeping 
account of stock. When new paper, type, ink or other equipment 
is purchased, a record of the purchase and the amount can be 
entered on a suitable card and filed. When old type is disposed 
of, this fact can be entered on the card system. This gives a 
perpetual invoice of eqt1ipment and is valuable not only from 
a cost and efficiency standpoint but from that of insurance. 
A daily advertising record sheet is also important. By the 
use of this sheet (Figure F) a permanent record of each day's 
or week's (if weekly paper) advertising can be kept. This she·et 
contains spaces for advertisers, with spaces for shape and size 
Df ad and any Dther information the publisher may desire to 
keep. A space for the total amount of business is at the bottom 
of the sheet. By keeping these sheets and referring to them, 
it is easy to' see how the business is running for the month. If 
the business is behind the publisher can tell when to apply more 
steam to bring up the quota. This sheet is also valuable as 
another check on the bookkeeper, for after the paper has been 
checked to the cards, by referring to this sheet the bookkeeper 
can see whether any business has been Dverlooked. 
There should also be a cash book or daily cash sheets and a 
monthly report blank. The cash sheets should recDrd every 
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financial transaction, whether money is received or paid out 
(Figures G and H). They should show whether the receipts 
were for want ads, display ads, subscriptions, legal advertise-
ments, or from the sale of waste paper. Likewise, the cash 
sheets should show the expenditures for stock, labor, rent, in-
surance, interest and so on, yes, even the half dollar the pub-
lisher took out of the drawer to purchase his lunch. 
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FIGURE F-D.A.ILY ADVERTISING RECORD SHEET 
The bookkeeper can keep these records and transfer the 
accounts to the ledger, which should be of the double-entry type. 
A separate ledger for classified ads and readers is usually more 
satisfactory. 
A monthly or weekly financial statement of the business 
should resemble the example shown (Figure I). 
A bookkeeping and cost system requires a bookk!eeper. It 
is difficult to imagine a newspaper office that cannot afford a 
bookkeeper. This position can probably be combined with that 
of collector or stenographer, but regardless of the combination 
there should be a bookkeeper. The bookkeeping department is 
one that will win either favor or disfavor when the publisher goes 
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THE KNOB NOSTER GEM 
Week Ending, ____________ _ 
Display Advertising Job Work 
--- - --- -
---
--- - -- - - ---
--- - -- -
- ---
--- - --- -
---
--- - --- - ---
--- - -- - -
---
--- - -- - -- - ---
--- - --- - ---
--- - -- - -
---
--- - --
-
Want Ads and Readers 
--- - --- -----
--- - -- - - - -
---
--- - -- - - - - ---
Expenses of Plant Circulation 
------
-
Job Work 
----
--
-
Display Adv. 
------
Want Ads 
- = = --
Total 
-
------
-
Balance brought forward 
------
Amount deposited 
= - -- --
Total 
------
Amount checked out 
--- -
Balance brought forward 
-j--
FIGURE I-FORM FOR WEEKLY OR MONTHLY FINANCIAL REPORT 
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to the banker for a loan to meet a temporary stringency. It is 
just as difficult for a newspaper to succeed without a bookkeeper 
as it is for a grocery store to succeed with a cigar-box system of 
keeping credit accounts. 
It is said that if the manager of one of the stores owned 
by the United Cigar Stores Company should resign without 
notice, or for any reason should fail to appear at the store in the 
morning, it would not be necessary to close the store until another 
manager could be sent out from New York. The stores are so 
systematized that when one man drops out, everybody below 
steps up one peg and business goes on as usual. At meetings of 
press associations where newspaper and printing plant owners 
congregate it is common to hear men complain about the dif-
ficulty of getting away from their business. Perhaps a little 
system and efficiency would help here. 
SALESMANSHIP OF ADVERTISING AND PRINTING 
It is estimated that about $250,000,000 is annually spent for 
retail and general newspaper advertising and that $100,000,000 
is spent for direct mail advertising, such as printed circulars, 
letters, catalogs and booklets. The total amount spent for all 
forms of advertising is estimated in excess of $600,000,000 an-
nually. The importance of newspaper and direct mail advertising 
can be seen from the fact that more than half of the total amount 
spent for business publicity is for newspaper advertising and 
direct mail publicity. 
These figures have a vital interest for the proprietor of the 
newspaper and printing plant. 
Newspaper advertising, though the oldest form of advertis-
ing, is probably the least skilfully employed of the more im-
portant mediums. Newspaper publishers up to recent times have 
paid little attention to the character of the advertising carried 
in their mediums. In the last few years, however, there has 
been a general awakening. More than twenty states have passed 
laws prohibiting the publication of dishonest and misleading adver-
tising, and many of the larger cities have passed ordinances along 
this line. Many leading newspapers in both the metropolitan and 
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the small-town field have gone so far as to guarantee subscribers 
against losses through advertising carried in their columns. 
The postoffice department of the government is also paying 
more and more attention to the character of publicity that passes 
through the mail. The get-rich-quick promoter is having the 
field of his activities restricted on every hand. 
In merchandising it is pretty generally admitted that, next 
to the customer, the retailer is the most important element in the 
distribution system. The retailer deals with the ultimate con-
smner, and his word, if he is the right kind of retailer, is likely 
to have more influence with the consumer than the word of manu-
facturer or jobber. This fact perhaps more than anything else 
makes newspaper advertising important from the standpoint of 
distribution. 
The newspaper is published and circulated in the territory 
where the goods are ultimately distributed. The merchant may 
receive a fresh stock of merchandise today, and tomorrow he can 
announce the fact to everybody in his community. A desire for 
this line of merchandise may previously have been created through 
magazine, billboard or other form of publicity, but it remains 
for the newspaper to tell people where the goods are on sale and 
the price. 
It should be said here that destructive competition among the 
various forms of advertising has never helped anyone. Each 
kind of advertising has its value for special purposes. N ews-
paper advertising is the most economical form of publicity for 
the retail store, but in many cases the retail merchant can use 
direct mail advertising to advantage. 
Most merchants appreciate the importance of advertising. 
When merchants gather at their annual trade conventions, ad-
vertising is always one of the leading questions discussed. 
Amounts spent for advertising vary in different communities and 
are largely determined by competitive conditions. In many large 
cities department stores spend as high as 6 per cent of their 
total sales in advertising, about half of which is for newspaper 
publicity. The advertising manager of the great Filene store 
in Boston says that his firm spends 5 per cent of its gross sales 
in advertising, 2 per cent of which is in newspaper publicity, the 
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rest being for window displays, catalogs, letters and other forms 
of publicity. C. B. Miller, a shoe dealer who owns a prosperous 
chain of stores in Central Missouri, spends 2% per cent of his 
annual sales in newspaper advertising. 
However, newspaper advertising alone will not make a busi-
ness successful. Newspaper publicity must be backed by the 
right kind 0.£ business methods to succeed. Advertising simply 
broadens the horizon of a business. The kind of store that will 
succeed with advertising probably would succeed in a smaller 
way without advertising. 
Since progressive business men generally believe in adver-
tising, it is the problem of the newspaper publisher to provide 
a suitable medium and suggest profitable methods for using his 
publication. Many of the greatest advertising sucoesses in this 
country have been created by advertising men and advertising 
agencies, rather than by merchants and manufacturers. The idea 
for the wonderfully successful sale of Big Ben alarm clocks 
was born in the mind of an advertising man rather than in the 
mind of the manufacturer of the clocks. The manufacturer was 
broad enough to see the value of the idea and carry it out to a 
success. 
In the smaller cities and towns where merchants do not 
have the services of agencies and bureaus, the advertising man-
agers of newspapers must be the counselors for business enter-
prises. It is up to the newspaper advertising solicitor to show 
merchants how to use his medium profitably. It is necessary for 
him to be an ad writer. He should be in a way a business ad-
viser and expert for the small town. He should be able to advise 
merchants as to profitable ways of cooperation with national 
advertisers whose products are sold in his community. He 
should know something about window displays, retail salesman-
ship, store arrangement and efficiency, store service and direct 
advertising, in order to make his newspaper advertising more 
effective. 
The salesmanship of advertising is like the salesmanship of 
anything else. The advertising salesman for a newspaper must 
know his prociuct. The grocery salesman visits the grocer who 
is just opening up a new store. He gains the confidence of his 
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prospect by making suggestions as to the arrangement of the 
store and stock. He tells the proprietor about a "live" grocer 
in another town who dresses his windows this way or that way. 
Then he leads up to the line of goods he wishes the grocer to 
stock. He knows all about that line. He explains the process 
of manufacture. He tells what the manufacturer is doing in a 
national, direct or local advertising way. He explains the service 
his company offers its customers, and he lands the order. 
The newspaper advertising solicitor or the printing plant 
salesman may carry no samples in jars or cans, but he can make 
his message just as definite. He can outline campaigns that will 
help his merchants in extending their business. He can prepare 
"dummies" for ads or catalogs. He can read the merchants' 
trade journals and find out what merchants are doing in other 
parts of the country. He should read his own trade journals 
and watch for plans found successful in other places that he might 
apply locally. 
The advertising salesman has a product that is just as 
definite as the product of the farming implement salesman. One 
of the greatest troubles with advertising salesmen as a class is 
their tendency to talk in generalities. "Advertising pays" has 
been the stock phrase of advertising solicitors for so long that 
it's a vaudeville joke. General advertising is just about as ineffec-
tive as general talk. Specific advertising will pay any merchant, 
and specific advertising salesmanship will sell advertising cam-
paigns to any merchant who has the best interests of his busi-
ness at heart. Too many advertising solicitors think they must 
be "good fellows" or "good mixers." One of the best advertis-
ing salesmen on a large Chicago newspaper a few years ago was 
a little man without visible "personality," but he got the business 
because he was able to inspire in customers a confidence in him-
self and the product he was selling. He did this by knowing his 
product and by knowing how to show other people how to use it 
profitably. 
In the end, the value of advertising depends upon confidence. 
The confidence of subscribers is founded upon their belief in the 
honesty of a publication. The publisher who permits advertisers 
to make misleading statements in his columns thereby decreases 
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the result-getting power of all advertising in his paper. The 
merchant who misleads his customers injures himself and other 
advertisers, and he probably injures his publisher most. 
ADVERTISING RATES AND CIRCULATION 
One of the great advantages that national magazines, trade 
and class publications, street car and bill board advertising have 
had in the past over newspapers as mediums for general ad-
vertisers has been in their superior organization and their stand-
ardization of rates. These interests have worked to make it 
easy for the general advertiser to Use their mediums. If an 
advertiser in New York desires to use the bill boards in Centralia, 
Mo., it is easy for him to find out through the National Associa-
tion of Bill Posters just how many boards there are in Centralia, 
where they are located, how many persons are likely to pass them 
in a certain period, their size, whether they are Class A or Class C 
boards, and their cost. The cost for Centralia will be about the 
same as the cost for other towns of that population. 
Newspapers through their "sliding scale" of rates and their 
habits of rate cutting have made it difficult for general advertisers 
to use them. Suppose a general advertiser in Chicago desired 
to use thirty-inch copy in the weekly newspapers of Missouri. 
He would refer to' some newspaper directory for information 
He would find some papers that used plate matter on their in-
side pages, others that used ready print, and still others that 
were all home print. He would note the great variety of ad-
vertising rates. He would find that many papers charged more 
for foreign advertising than for local; that papers of the same 
circulation had different rates; that some papers used the "sliding 
scale" of contract and others used the "flat" rate system; that 
some papers offered discounts to agencies ranging from 10 to 25 
per cent while others quoted net rates without discounts; that 
some charged a higher rate where composition was necessary and 
others made no charge for this service. 
Before the country weekly newspapers and the small-city 
dailies can ever hope to carry much "foreign" advertising-that 
is, general advertising-it will be necessary for them to do some-
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thing toward standardization of rates and advertising conditions. 
It should be possible to accomplish this through the various state 
press associations. And when it has been done, the small-town 
newspapers will have a real argument for the solicitation of gen-
eral advertising; for with their close relation to retailer and con-
sumer, their timeliness of publication and their close touch with 
subscribers, they are in the best position to control the final step 
in the marketing of general-consumption products. 
There is already a tendency in this direction. In several 
states and sections the newspapers have organized and standard-
ized their advertising practices. Some have gone so far as to 
employ representatives to look after their interests in the great 
advertising centers. 
A comparison of advertising rates and circulations has been 
compiled by the Illinois State Register of Springfield. A copy 
of this pamphlet may be obtained by addressing the business 
manager of the paper. Some of the average rates for newspapers 
follow: 
Average rate per 
Circulation inch per thousand 
circulation 
15,000 to 50,000 ... .,., .. ., .. .,.,., .. .,.,.,$ .0251 
50,000 to 100,000.,.,.,.,.,.,., . ., . ., . .,.,.. .0208 
100,000 and over............................ .0202 
All three classes .. ., . .,., . .,., .. ., .. .,..... .0239 
Average for ten dailies of Missouri in St. Louis, 
Kansas City and St. Joseph.... ......... . .01S4 
The statistics compiled by the Illinois State Register do not 
include daily newspapers whose circulations are less than 15,000. 
The figures compiled were for 1912. Circulations and rates of 
course have both increased since that time. 
The rates for newspapers of small circulation are in general 
and thru necessity must be higher than the rates for papers of 
large circulations. The average rate for fifty-two weekly news-
papers in Missouri whose circulations run from 1,000 to 2,500 
is .118 an inch. The rate for eighty-five weekly newspapers of 
Missouri with circulations ranging from 500 to 1,000 is .094 an 
inch. The average rate of twenty small-city Missouri dailies with 
circulations ranging from 900 to 5,000 is .13 an inch. These 
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figures are from the publishers' own statements and do not take 
into consideration the general charge that few small-town news-
papers maintain their published rates. There is a greater lack 
of uniformity in the rates of the dailies than in the rates of the 
weeklies. 
Comparatively few small-town newspapers have rate cards 
and this is the cause of more dissatisfaction among advertisers 
in the smaller newspapers than any other thing. The paper is 
thus laid open to the charge of rate-cutting. If a newspaper has 
a public rate card, it usually does not take long to convince 
merchants that no one is getting a lower rate. The criticism of 
high rates that many smaIl newspapers have to' combat is usually 
not based on the high rates, but on a general feeling that some-
body else is getting a lower rate. A public rate card that is ad-
hered to will eliminate this trouble. 
Whether a newspaper should have a "flat" rate or a "sliding 
scale" contract system is an open question. The ideal condition 
perhaps would be a "flat" rate; that is, the same rate to all 
regardless of the amount O'f space used. Advertising agencies 
and general advertisers have long advocated this system. On 
the other hand a "flat" rate system would be disastrous in many 
small towns, where advertising habits are not sufficiently well 
fixed. The small-town merchant is likely to be a spasmodic 
advertiser, using large space for sales, at Christmas or on other 
special occasions. This system is usually hard on both the 
newspaper and the merchant, for what the average small-town 
merchant needs is persistent advertising rather than a page two 
or three times a year. 
The University Missourian, Columbia, Mo., has found the 
following rates successful after seven years of experience: 
Space without contract, an inch ....................... $ .25 
200 inches, an inch................................. .22:Jh 
500 inches, an inch................................. .20 
1000 inches, an inch................................. .17:Jh 
3000 inches, an inch................................. .14 
5 inches, or more, three times a week, an inch.. .15 
10 inches, once a week, an inch.................... .20 
(A copy of this rate card and information folder will be sent to 
any publisher who will write for it.) 
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These rates are for a guaranteed average circulation of 
1,900 copies a day as filed with the Audit Bureau of Circulations, 
of Chicago. No special position is given. The average rate 
under this system is a little above 19 cents an inch. As a matter 
of fact the practical average is slightly in excess of 15 cents an 
inch, for the rate of "5 inches, three times a week, 15 c." appeals 
to a majority of advertisers. A few large firms with well-fixed 
advertising habits use the bulk contracts either at 1000 inches at 
17% c. or 3000 inches at 14 c. I'n most cases under the "sliding 
scale" contract system, the lowest rate should be given to the 
advertiser who will use a certain set space continuously, daily 
if possible, but at least three times a week. 
With the Missourian, experience has shown that many firms 
that start with the five-inch three-times-a-week system after a 
year or so become so well educated to the value of advertising 
that they take large bulk contracts to obtain the 14 c. rate, or 
continue at the 15 c. rate and use far in excess of their five-
inch three-times-a-week quota. 
The ideal system for any newspaper is a "sliding scale" 
system that nearly approaches a "flat" rate. In other words it 
should be comparatively easy for the advertiser to obtain the 
lowest or average rate. The merchant who advertises once a 
year should pay a slightly higher rate, because it is of advantage 
to him for the newspaper to maintain a vehicle for his advertising 
when he does need it. 
Many advertisers insist upon special position. It is a simple 
matter for the publisher to regulate this by charging extra for 
special position. Papers that print advertising on the front page 
usually charge 5 or ten cents an inch extra for this space. The 
advertiser who demands top of column with pure reading on both 
sides of his copy also should pay extra. Advertising on the back 
page is another difficult thing to regulate. An extra charge here 
also will solve the problem. 
The ideal way of regulating this matter of position is to 
guarantee special position to no one and then adopt the "pyramid" 
style of make-up. By this system (Figure J) the page is made 
up from the lower right hand comer, beginning with the largest 
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ad. The large ad gets position and attention because of its 
size and the smaller ads are always closer to reading matter. This 
form of make-up makes the page symmetrical and allows the 
news to be well displayed. 
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CIRCULATION STATEMENTS 
Every newspaper should issue periodical statements of its 
circulation, sho.wing what percentage is paid and what percentage 
unpaid; the number of exchanges with other publications and 
the number of complimentary copies; the number of copies dis-
tributed in the city of issue, the number distributed in the trade 
territory and the number outside Qf the trade territory. 
By a11 means the statement should show the methods by 
which the circulation was obtained-whether by solicitors. by 
the use of premiums or by contests. Advertisers are looking 
behind mere figures of bulk circulation. They want to know 
whether the circulation has been a gradual growth 0.1' whether 
it has been "inflated" by the use of so.me method other than 
the sale of the paper on its merits. The publication, magazine 
as well as newspaper, whose circulation is composed of a large 
percentage of "renewals" is of more value than the paper that 
is forced to use artificial methods to' boost its circulation. Pub-
lishers who spend large sums for premiums or contests would 
usually be far better off in the long rnn if the same amount 
of money was spent in bettering the paper itself, through the 
purchase of features or better press service, the employment of 
more reporters and so on. 
Herbert F. Gunnison, business manager of the Brooklyn 
Eagle, has the following to. say on this subject: 
Nowhere is there so great a rivalry as among newspapers. In 
no other business are there such absurd business methods. I do not 
dwell on the cut-rate practices and special privileges. Those things 
right themselves when the advertisers learn of the pernicious practices. 
I refer especially to the way in which one paper will make compari-
sons with other papers and give records of circulation and avertising 
lines. The advertiser soon distrusts all newspapers, he hears so much 
said against them. We are doing quite enough when we tell of the 
merits of our own paper. Often when we tell of the demerits of our 
neighbor, we are trying to hide our own weakness. The papers have 
suffered from the influence of some agents and some advertisement 
writers. There are many honest and worthy men who have been of 
great help to our business, and there are men who will sell out their 
employer for theater tickets or other form of petty or big graft; but, 
as the merchant and manufacturer learns more about the advertising 
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end of their business, this evil will be remedied. Again please note 
that with the next decade we shall find improvement in our business 
methods, greater accuracy in reporting, more careful study of all public 
questions, editorial comment based on study, research and sound judg· 
ment, more respect for the common sense and intelligence of the 
public. 
Perhaps the greatest advance in the direction of honest 
circulation statements was made two years ago when the Audit 
Bureau of Circulations was formed in Chicago. This is a co-
operative organization composed of general advertisers, advertis-
ing agents, magazines, trade papers and newspapers. It main-
tains a staff of expert investigators whose business it is to verify 
circulation statements. Although the organization is yet new, 
many general advertisers are already basing their campaigns on 
the Audit Bureau's list of newspapers and magazines. This 
organization promises in the near future to do for publishers what 
Dun and Bradstreet have done for business men generally. Fees 
for newspaper membership in the A.H.C. are based on the volume 
of circulation. Quarterly reports on the circulations of the 
mediums that are members are sent hy the bureau to' advertisers 
and agencies. Whenever a circulation statement is questioned by 
anyone the bureau is required to make an investigation and pub-
lish the report, whether favorable to the pUblication or other-
wise. 
SUBSCRIPTION PRICES 
There is a wholesome tendency 011 the part of newspaper 
publishers all over the country to raise the selling price of their 
papers. This is caused by a general objection on the part of 
a-dvertisers to bearing the whole burden of circulating the 
mediums. Judging fro111 the stampede of publishers a few years 
ago to cut their subscription prices, it looked for a time as if 
the publishers were going to give away their papers and then in 
addition bribe people to accept the gift. 
There are certain fixed costs in publishing a paper, and there 
must be a profit to the publisher if his business is to exist and 
grow. The advertiser has been standing the bulk of this ex-
pense, but there is a limit even to his expenditures. Newspaper 
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advertising is profitable up to a certain point. After that point 
has been r,eached, other lower-priced means of advertising are 
bound to come in and compete with the newspaper. The only way 
to prevent this is to have subscribers stand a legitimate share of 
the expense. 
The general magazines passed through much the same evolu-
tion. About twenty years ago after Frank A. Munsey changed 
his Argosy to a ten-cent literary magazine the market was flooded 
with la-cent magazines. They made such inroads upon the 
higher-priced magazines of the time that many of the latter 
were forced to cut their subscription price to meet the competi-
tion. A few years, however, demonstrated that 10 cents was 
too Iowa price, so gradually 15 cents has come to be the standard 
for the popular monthly. 
When Cyrus H. K. Curtis purchased the Philadelphia Public 
Ledger three years ago he immediately doubled the subscription 
price. He lost a great many subscribers, but within a year the 
circulation was back to its former mark. Subscribers have over 
and over again demonstrated that they are willing to pay a rea-
sonable price for a publication. If a bnsiness or professional 
man will pay from $4 to $10 a year for a monthly trade journal, 
certainly the publisher of a good newspaper need not fear to set 
a fair price. 
The usual price for weekly papers is $1 a year. There is a 
hopeful tendency in many parts of the country for publishers to 
advance the price to $1.25 or $1.50 a year. Many weekly news-
papers show that this is possible by charging a higher price to 
subscribers who live outside the home county or trade territory. 
Small-city daily newspapers receive from 25 to 40 cents a 
month. There is one small daily in Missouri that receives 50 
cents a month, and this in a city within the circulation radius 
and competition of the metropolitan newspapers of the state. The 
rate for out-of-town circulation of the smaller dailies runs from 
$2 to $5 a year. The average is far too low to cover the cost of 
production. 
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COMPETITION 
The newspaper and printing business is about the only line 
of endeavor in which the owner of a business thinks he cannot 
achieve the fullest success until he eliminates his competition from 
his field. Paul Nathan in his book, "How to Make Money in the 
Printing Business," tells of the fine example that Benjamin 
Franklin set for all printers and newspaper publishers: 
Benjamin Franklin was the first American printer to adopt the 
theory of treating a competitor with absolute fairness. When he began 
publishing a newspaper in Philadelphia, his competitor and predecessor 
in the field controlled the postoffice, and used the mail carriers for the 
delivery of his own sheet, but denied the service to Franklin. When, 
in the course of events, Franklin came to control the postoftl.ce, he 
accorded to his rival the same privilege that he then enjoyed for the 
first time for his own newspaper. The public like to see fairness 
in business, and they will avoid patronizing a mean man. Franklin 
understood this and so should every man of types. 
The readiness with which newspaper and printing office 
proprietors adopt unfair competitive tactics has made it easy 
for customers who desire to obtain cheap printing. A story is 
told of a large mail-order house in a Western city that used the 
following method for obtaining cu.t prices on its printing. The 
manager of the house would notify all the printers in his city 
that he was ready to receive bids for the year's printing. VVhen 
the first applicant for the job arrived, the manager would invite 
him to make a figure on the work. He would then dismiss him 
and invite in the next bidder, leaving the first man's figures ex-
posed on his desk. The first printer's figures would stand out 
on that desk to the exclusion of everything else and offer the 
second printer a strong temptation to underbid. The third, fourth 
and fifth bidders were treated in the same manner, the manager 
always leaving the lowest bid exposed. 
This may have been "good business" for the buyer of print-
ing, but it was ruinous for the printing plant proprietors. Almost 
any business man who buys printing can tell of experiences where 
he pitted the printers against each other to his personal advantage. 
Why can't the printer achieve some of the benefits of co-
operation that the merchants of his town enjoy through their 
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retail merchants' associations? The grocers, the coal dealers, the 
meat-market proprietors and others combine and regulate credit 
terms for customers, price-cutting and other trade abuses. In 
the last analysis it comes to a competition between the combined 
wits of business men who need advertising and printed matter, 
and the newspapers and printing office proprietors who manu-
facture these articles. Business men realize the value of the 
printer's product in conducting their business, but like all busi-
ness men they desire to purchase as cheaply as possible. 
I't has been said that it is easier to enter the printing busi-
ness than any other business, and that one can command more 
capital for less physical property than in any other line. Printing 
equipment manufacturers are glad to extend liberal terms, for 
they receive good interest on their loans and in many cases they 
get the equipment back again little the worse for wear. This 
condition makes it easy for the new and inexperienced man to 
become a competitor. Reduced prices is the common bid of the 
beginner for popularity. He usually is popular while he lasts 
-with customers-but he plays havoc with the printing industry 
before his customers kill him with their friendliness. 
When the beginner enters into competition with the estab-
lished plant, the wise plan is for the older and larger establish-
ment to invite a conference and show the new man something 
about the costs of the printing business; show him how he is 
injuring himself and the trade by cut-price methods; teach him 
that the only kind of competition that will win in the long run is 
the constructive competition of service. 
To quote again from Paul Nathan's book: 
"It is a serious error to assume that competitors are enemies, and 
that it is a part of one's duty as a business man to pull others down in 
building up one's own trade. On the contrary, an employing printer 
should be just as careful in his treatment of competitors as of his cus-
tomers, and a large measure of his success will be dependent upon the 
character he bears amongst those with whom he competes for trade. 
I consider that the proper way is to regard competitors as limited 
partners in one's business, having some interests that are common 
as well as some that are opposed. * * * If competing printers will 
but cultivate one another they will find many advantages in reciprocation. 
It is not altogether a question of maintaining prices. It is the duty of 
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every man to be a gentleman, and the master printer who never forgets 
this will be ever fair and courteous to his business rivals, and never 
serve one a mean trick, or say that behind his back that he would not say 
to his face. The good motto for every employing printer would be 
this paraphrase of the Golden Rule: 
"Treat your competitor as you would have him treat you." 
There is one important question that the proprietor of to-
day must answer: "What will the printing and publishing busi-
ness of tomorrow be?" 
Will it be a chain of printing plants or a great syndicate of 
newspapers all controlled by one head and all financed by one 
great corporation? Or will the whole business be amalgamat'ed 
into a few great corporations located in the large cities? 
The answer was written long ago by a philosopher who said 
that any man who desired to be greatest should be the servant. 
The store or business which would be the greatest must give 
the greatest service to its clients and customers. Service is the 
first and last requisite. It is the keystone of the arch of success. 
(On the following pages are shown samples of cost-system forms 
described on Pages 13 and 14.) 
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Job Work Docket 
(Original) 
No ........ .. 
Date ...... 1915 
Wanted ................ 1915 
Description 
Charged .............. 1915 
Stock Supplied 
......................... . per Rm. $ ... . 
......................... . per Rm. $ ... . 
: ......................... per Rm. $ ... . 
......................... . per Rm. $ ... . 
Cover ..................... per Rm. $ ... . 
Printing 
Cost 
Composition ............... . 
Presswork ................. . 
Ink ....................... . 
Amount $ ....... . 
$ c. $ c . 
1-----------------------------
Bindery 
Cost 
Labor ................................. . 
Stock ................................. . 
Mailing and Postage ........ 'j" . .. . .. . .. . 
I-----.:-----------------~---~-I·------I---
I Printing ............................ " .... 1----1·--Outside Work 
Binding ................................. 1 ____ 1.--
Total Cost ................... , ..... . 
Foreman ............... . 
Register Page ....... . Date .......... 1915 
FIGlffiE 1 
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1-' 
Wanted ............ 1915. 
Charged .......... 1915 
Job Work Docket 
(Duplicate) 
Description 
Stock Supplied 
No ......... . 
Amount $ ......... . 
$ c. $ c. 
... _ ...................... per Rm. $ .. --... --. 1---1---...... _ ... :---
......................... . per Rm. $ .. 
......................... . per Rm. $ .. 
, ~over ... ',:, .. _._._ ..:...:..:..:..:...:....:.: .... per Rm. $ .. 
~--~- ----.-------~--
Labor Cost from Tickets 
Composition: 
I 
................................................... ·1 
......................... ···························1 
~ .. :~ .. ~~~~~~.-~~~~ :...~~~ .. ·~~~~_~~~:~.~~.:~_.~.~~·I.-.-i----
Presswork: I 
:::::::::::: ::::::::::::::::::::::::::::::::::::::::1 
I , 
............... ":~~-'" -'" ~~.:"""""" '.=1---1-
~~: I 
............... ................................. .... ! 
FIGURE 2 
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Composing Room Daily Work Ticket 
Check No ............. . 
Date .......... 1915 
Name ................................................. . 
-------------------------------_._-_._._-
-------_._---_._----;-_._------.-----------
1 
'I 1 I Author's Altera-
Docket Com- i Distribu- Make-: Altera- tions on 
t __ N_O_' _ i_P-O-Sl-'t_io_n -I _____ ti_o_n _____ U_P ___ I_~_'o_n_s ____ .~:~~~ 
iHIMiR!M H MiHIMiH M 
·---I---I-i-----.. - ---1----·1-··-1---- - ... ---I: .. 
.. · .. 1·· .. ·1·.... .. ... j .... ·1· .... I .... · 
..... :..... .. ... i .. · .. I· .... I .... · 
, , I 1 
.,..... .. .. ·1 ... · .. 1 .. · .. 1 .. · .. 
. , 
, 
••••• 1 ••••• 
••••• I ••••• 
..... : ..... I .... · 
..... : ......... . 
1 
..... 1 ..... 
I 
..... j ..... 
Overtime 
.... ·R .... .... ·1 .... · : .... ·1 .. · .. I 
.. • .. 1 .... • 
1 I···· .j ••••• J ••••• 
1 
, 
••••• j ••••• 
! 
.... ·1 .... · 
..... \1 ... .. 
. ........ . 
. ! 
! I 
.... ·1···· ....... i···· -.... - ., .... . 
_____ -'-_--1'._ 1 ; 1 ! 
Time ...... Hrs. Overtime ...... Hrs. Total time ...... Hrs. 
Supt. 
FIGUBE 3 
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Press Room Daily Work Ticket 
Check No ....... . 
Date .................. 1915 
Name ........................................... . 
Docket I Press I Im- I Make- I Feeding' Standing 
No. I No. : pressions Ready 
,! I HIM I H M HIM I Why? 
·········I······ .. ········"I"····;·····!····· ............... . 
. ········1····· .[ ......... ·1···· ........... ·1····· ............... . 
,. 1 
::1::1:,:: ..... :::.:::::: .... ::: 
......... , ................ , ..... , .... ·1····· .................... . 
, , 
. ..... ,- ',' ..... .......... '" ............. . 
•• •••••• • j ••••••••••••••••• 
. •.. 'i'···· 
......... ! ...... ' .................... : .... . 
......... ..... . 1 .......... : ........•. [ .... . 
Overtime 
~~.~-! ..- .. -.. 1 ~~.~-~--.. -J~-.. -.. "'1·-.-.. -c-.. - .. - .. ..,-.. - .. ---,.. -.. -.. ~'-.-. - .. -; ..-•. -•. 
:::::::::::::::l:::::::::I::::l:::: ••••••••••••••• 1 ••••• ". _. _. i ..... ......... ,_ ..... ,! ...... . 
Time ...... Hrs. Overtime ...... Hrs. Total time ...... Hrs. 
Supt. 
FIGUllE 4 
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Bindery Work Ticket 
No ....... . Date .......... 1915 
Name ........................... ···.····.··········· . 
Docket H M M 
--.-.. -.-.--. . ........ -.-----.---1 
Total Hrs ............... . 
.... ---_.- ... - === ~== .. --_=='-"c···---
Docket Description of Work Rate Amount 
_ .... - --_. __ ._- _ ..•.. -.. --.-- _ ....... . 
Total 
Certified by 
Foreman 
~'IGURE 5 
